Internet banking has become one of the most important and modern applications that has witnessed a substantial expansion during the last decade. This study investigates customer attitude towards Internet banking of six Licensed Commercial Banks (LCBs) in the Colombo district selecting 20 customers from each based on convenient sampling technique. Literature review suggests that there are four major factors that determine the attitude towards Internet banking, namely; (i) perceived ease of use, (ii) perceived usefulness, (iii) perceived risk and (iv) subjective norms. The research follows quantitative approach to investigate the impact of customer attitude on Internet banking. A survey has been undertaken by administering a self-structured questionnaire for a sample of 120 customers from the branches of the six largest LCBs in Sri Lanka which are located in the Colombo district. The results indicate that there is a strong positive influence from perceived ease of use and perceived usefulness factors on attitude towards Internet banking, and this reveals that customers search for easiness and usefulness when using Internet banking. In contrast, perceived risk and subjective norms have become unimportant factors in determining attitude towards Internet banking. This study also tests the association between attitude and intention to use Internet banking. The findings suggest an insignificant negative relationship between customer attitude and intention. This indicates that the majority of the customers depend on traditional channels to carry out their banking operations despite positive attitude towards Internet banking.
INTRODUCTION
Today's business world has been dramatically changed since the beginning of the last century, especially in the areas of information technology and communication. These changes have affected many economic sectors, including banking which has been led to new concepts such as e-finance, e-money, and e-banking. Internet technology has an effect on these transformations to destroy old models of how banking services are developed and delivered.
By using Internet banking (IB) 1 , financial service providers, especially banks attempt to change the mixture of financial services produced and the manner in which they deliver these services.
For any market economy, it is essential to have an efficient and effective commercial banking and financial system for well-functioning, to maintain financial stability and ultimately to encourage economic growth. Therefore, information and technological revolution motivated banks to spend more on technology to maximize return and to attract more customers.
Subsequently, banks attempted to keep in touch with technological changes. These changes included computer and communication technology to replace manual and paper operations to electronic operations. In this regard IB plays an important role in recent periods in the banking sector.
IB refers to systems that enable bank customers to get access to their accounts and general information on bank products and services through the use of bank's website, without the intervention or inconvenience of sending letters, faxes, original signatures and telephone confirmations (Thulani et al., 2009) . IB offers significant benefits for both banks and customers. It provides banks additional channels to deliver products and services to customers at a lower cost while expanding the customer base and thereby IB has become a strategic resource for achieving higher efficiency. It is also noticed that IB brings additional risks to the banks such as unauthorized access to the systems.
Central Bank of Sri Lanka (2014) has revealed that the computer literacy in Sri Lanka has increased during the period of 2001-2014 along with expanded Internet connections.
1 The term of Internet banking differ from the term of E-Banking. Internet banking is one of the dimensions of E-banking. E-banking is defined as the automated delivery of new and traditional banking products and services directly to customers through electronic, interactive communication channels. Internet banking is defined as the systems that enable bank customers to get access to their accounts and general information on bank products and services through the use of bank's website, without the intervention or inconvenience of sending letters, faxes, original signatures (Thulani et al. 2009) Therefore, it is clear that the ability of customers to access Internet has developed which might have an impact on the expansion of IB. Since there were no special reporting requirements, it was found that gathering complete information on IB activities is a challenging task. Therefore, an attempt has been made to explore the present situation of IB offered by LCBs by accessing their websites. It revealed that all LCBs provide IB facility to their customers which suits to today's competitive market environment.
Research Problem
According to Annual Report of Central Bank of Sri Lanka 2014, the adoption of IB by LCBs has increased during past years (see Figure 1 ). This can be attributed to the motives to achieve a competitive position and respond to the customer needs at a faster speed and lower cost.
According to Figure Source: Compiled by the author using the data from Payment Bulletin (2005 Bulletin ( -2014 On contrary, Jayasiri and Weerathunga (2008) 
Research Objectives
Statistics have revealed that the usage of IB has increased in LCBs over the period from 2005 to 2014. However, the former studies have indicated a resistive attitude of customers towards IB. In this backdrop, it is important to identify the factors influencing the customers' attitude towards IB and to understand the relationships between those factors and attitude. Therefore, the primary objective of the study is to investigate the factors that influence the attitude towards IB and their relationships. 
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As a secondary objective the study will investigate to what extent attitude is associated with the intention to use IB. Finally the study will provide policy recommendations to the decision makers in LCBs to promote IB in Sri Lanka. Consequently, the findings will be useful for professionals and all the stakeholders in LCBs, especially for developers of such information systems, to enhance the IB facility to motivate customers to increase the usage of IB.
LITERATURE REVIEW
The purpose of the literature review is to identify the factors that determine the customer attitude and intention to use IB. There exist a number of theories and models that explain the determinants of customer attitude. Attitude is one of the fundamental factors influencing consumers buying behaviour and, therefore can attract considerable attention from researchers probing the behaviour of bank customers and their relationship with the banks.
According to Venkatesh and Davis (2000) attitude towards IB has defined as an individual's overall affective reaction to use the internet for his/her banking activities.
Theoretical background section is devoted to understand how theoretical models explain the factors that determine customer attitude. This section explores two main theories that can be used to understand the attitude and intention to use IB. Later, empirical review section undertakes an investigation of the factors that determine customer attitude and intention to use IB. Finally the conceptual framework will be presented.
Theoretical Background
Theory of Reasoned Action (TRA): Bogozzi (2001) has argued that the most basic attitude theory, which has been widely considered to have a significant theoretical and practical approach was the Theory of Reasoned Action (TRA) (proposed by Ajzen & Fishbein (1977) ).
This theory has been built on three guidelines; Behavioural Intention (BI), Attitude (A) and Subjective Norms (SN). This theory recommends that a person's behavioural intention (this is not defined) is subjective by the person's attitude (i.e., the person's valuation of a positive or negative result from implementation of the behaviour) and subjective norms (such as the perceived social coercion to perform or not to perform the behaviour) [BI = A + SN].
Technology Acceptance Model (TAM): Davis et al. (1989) established the TAM and it forecasts the acceptability of an innovation and identifies the adjustments if necessary which are needed to be done to make the product acceptable to the prospective users.
TAM identifies the perceived usefulness and the perceived ease of use of a technology as determining user behaviour (Davis et al., 1989) .TAM uses the TRA as a theoretical basis for specifying the causal linkages between two key factors; perceived usefulness and perceived ease of use (Davis et al., 1989) . TAM is one of the most utilized models in studying IB acceptance (Al-Gahtani, 2001; Venkatesh & Davis, 2000; Davis et al., 1989) .
Notwithstanding its wide spread favouritism, TAM had faced some criticism by other researchers. One of the criticisms levied against was its inability in applying to a larger spectrum of users (Al-Sukkar & Hasan, 2005) . It overlooks the factors that were seen as external and situational especially at a given condition. Ajzen and Fishbein (1977) have defined attitude as an individual's positive and negative feelings (evaluative affect) about performing the target behaviour. The Attitude Theory suggests that the more favourable attitude a person has towards a given product or service, the more likely that the person is to buy or use the product or service (Ajzen & Fishbein, 1977) . Attitudes are said to develop over time through a learning process affected by reference group influences, past experience and personality (Assael, 1981) . Several former studies have used TRA and TAM models to understand the factors that determine customer attitude and intention to use IB.
Empirical Review
TAM explains the impact of Perceived Ease of Use (PEU) on attitude. Davis et al. (1989) and Mathieson (1991) have defined PEU as the effortlessness in using the product. Venkatesh and Davis (2000) have stated that PEU as a construct tied to an individual's assessment of an effort involved in the process of using the system. Al-Sukkar and Hasan (2005) According to TAM Perceived Usefulness (PU) is one of the major factors that affect on attitude towards IB. According to Davis et al. (1989) and Mathieson (1991) TAM views PU as a level by which a person relies on the possibility of the use of a system that will add to his or her activity. Many empirical studies have identified the significant impact of PU on customers' attitude towards IB (Chen & Barnes, 2007; Gao et al., 2012; Venkatesh et al., 2002) . When customers observe obvious benefits presented by IB, they tend more to have a positive attitude towards IB. If a customer believes that a certain application will help him to perform the work better, there will a motivation to adopt IB (Davis et al., 1989) . Venkatesh and Davis (2000) have recognized the same strong influence of PU over the customer's usage of an application.
Researchers have identified Perceived Risk (PR) as a variable that exerts influence on adoption of IB which was not addressed in TRA or TAM models. The use of IB involves many types of risks. These include financial risk, performance risk, physical risk, social risk, psychological risk, and time risk (Gan et al., 2006) . Bauer (1960) In TRA, Subjective Norms (SN) have been explained as a factor that determines the attitude.
Lee (2009) has noted that customers' behaviour can be influenced by various social entities including friends, family, neighbours, colleagues, superiors, etc. According to Ravi et al. (2007) SN describes the social influences that may affect a person's intention to use IB services. It denotes customers' belief about how the people whom they esteem in their personal frame of reference will perceive their acceptance of IB. Davis et al. (1989) has emphasized the significance of SN in user acceptance of information technology when they examine that people in certain circumstances use technology to comply with others' mandates or expectations contrary to their own feelings and beliefs. Moreover, customers may have a positive or negative attitude towards IB because of the perception of friends, family members, peers or superiors. Therefore, it is noted that social pressure to conduct IB will have a positive significant impact on customer's attitude towards IB. Figure 2 shows the conceptual framework developed for the study. Variables for analysing the customer attitude towards IB were identified base on TAM model, TRA model and previous studies and they were Perceived Ease of Use, Perceived Usefulness, Perceived Risk and Subjective Norms. The influence of those factors on customer attitude towards IB will be studied firstly and secondly the association between attitude and intention towards IB will be the focus. 
Conceptual Framework
METHODOLOGY
This methodology section will illustrate the research design, means of sample selection, method of data collection and techniques used in analysis.
Research Design
The research approach was quantitative and was aimed to get an in-depth understanding of how the identified four factors influence on attitudes towards IB. Additionally, the first secondary objective i.e., to study how attitude is associated with intention to use IB, also was addressed using a quantitative approach.
Population and Sample Selection
LCB customers in Colombo district is considered as the population. In selecting customers to the sample, all LCBs were ranked in ascending order based on the turnover for the year ending on 31 st March 2014. Only 6 LCBs were selected which earned nearly 75% per cent of the total turnover of LCBs in Sri Lanka (see Table 1 ). For the survey, one branch from each LCB was selected based on convenient sampling method. From each bank 20 customers were interviewed on the basis of convenient sampling totalling 120 respondents. There were only 42 per cent of IB users and the majority i.e., 58 per cent of respondents had not still adapted IB.
Data Collection Method
A structured questionnaire was used to collect data. The first section of the questionnaire was to collect basic information such as age, sex, experience, professional status, marital status and position while the second section contained questions regarding the ability of accessing internet. The third section attempted to collect information which is related to customer attitude towards IB under the four factors of PEU, PU, PR and SN.
Variables
The factors; PEU, PU, PR and SN have been considered as independent variables and customer attitude towards IB has been considered as the dependent variable for factor analysis done to address the primary objective.
Behavioral intention was incorporated to study the association between intention and attitude under the first secondary objective.
Data Analysing Procedure
The Cronbach's coefficient alpha was used to test the reliability of the variables. Then, data was analysed using the Microsoft Excel software employing factor analysis technique.
ANALYSIS AND RESULTS
Reliability Test
Reliability of the instruments was ascertained using the Cronbach's coefficient alpha (Cronbach, 1946) to test for the internal consistency of the scales used to measure the variables. Alpha coefficient of above 0.5 for individual test variables was accepted (Nunnally, 1978) . The analysis of the consumer attitudes towards IB consisted of 25 items and Cronbach's alphas for the IB items were 0.787 which is an acceptable level (see Table 2 ). 
Analysis of the Customer Attitude towards Internet Banking
As the primary objective, the study examines the relationship between the four factors and customer attitude towards IB. To build a relationship between independent and dependent variables, the study has conducted a factor analysis. Before conducting the factor analysis, the suitability for the factor analysis was checked. Kaiser-Mayer-Olkin measure of sample adequacy (KMO value) was 0.659 which exceeded the minimum value of 0.6. Therefore, sample adequacy was at a satisfactory level. Bartlett's test which is significant at 5 per cent significant level (0.000 < 0.05) reveals the suitability of sample for the application of factor analysis. According to the correlation matrix (see Table 4 ) there were 0.203, 0.396, 0.216 and 0.729 correlations between PEU, PU, PR and SN, respectively with customer attitude towards IB (A). Moreover, the factor analysis using the extraction method of principal component analysis with Varimax rotation identified two factors with the eigen value which is higher than 1.0 and the cumulative total variance explained 68.16%. According to the initial eigen values, the association between PEU, PU and customer attitudes towards IB have strong associations than the other two factors; PR and SN (see Table 5 ). Source: Compiled by Author using Survey Data
Test of Association between Customer Attitude towards IB and Intention to use IB
As Table 6 shows that there is a negative relationship between customer attitude towards IB and intention to use IB. However, that relationship has been found to be insignificant. 
CONCLUSION AND RECOMMENDATIONS
The study mainly focuses on the analysis of customer attitude towards IB under four factors; PEU, PU, PR and SN. Attitude towards IB has strong positive relationships with PEU and PU while PR and the SN have weak positive relationships. Therefore, it can be concluded that LCB customers of Colombo district mainly search for easiness and usefulness when adopting IB.
The findings revealed that, PEU has been an important factor that influence on attitude towards IB. Findings of Kasheir and Alexandria (2009) also have revealed the same significant influence of PEU. Therefore, easiness of IB should be improved through user friendly and efficient bank websites.
The findings with regard to PU show a strong positive relationship with attitude towards IB.
Many empirical studies have provided the same significant positive effect of PU (Chen and Barnes, 2007; Gao et al., 2012; Venkatesh et al., 2002) . Hence, bank officers should monitor and evaluate the usage of the implemented IB system. This can be done by identifying the number of customers using the IB and how often it is used. Information Technology
Managers of banks need to obtain feedback on the technological aspects of IB and initiate steps to educate customers on the use this technology.
The results also indicate that PR is not a significant factor in determining customers' attitude towards IB. In contrast, the effect of PR on attitude was found significant by Eriksson et al. (2008) , Jaruwachirathanakul and Fink (2005) , Kolodinsky et al. (2004) and Vatanasombut et al. (2008) . In order to enhance consumers' attitude, trust building among the customers would be a major concern for LCBs. In order to enhance trust in IB, trust-creating activities must be continuously pursued. LCBs should ensure security and privacy. LCBs should enhance the security features as customers expect that the information provided during the banking transactions is secure, and third parties will not have access to it.
Additionally, the study reveals a weak positive relationship between SN and attitude towards IB. The same relationship has been identified in several studies (Shih and Fang (2006) ; Wan et al. (2005) . However, Ravi et al. (2007) has found a strong positive relationship. The influence from social groups can be concluded as insignificant on customers' attitude towards IB.
Hence, the promotional programmes of IB should target individual customers rather than social groups.
In contrast, the negative and insignificant relationship between attitude and intention indicates that most of the customers are reluctant to use IB facility which is consistent with the existing literature (Suraweera et al., 2011 
